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ZIEGENHAGEN IARI TRUSTEES’ CHAIRMAN; 
BOGGS, DIX AND FARRAN NEW IARI OFFICERS 


M. E. Ziegenhagen, manager of advertising and marketing promotion for 
Worthington Corporation, was named chairman of IARI's Board of Trus- 
tees during its annual meeting held in Princeton. Mr. Ziegenhagen suc- 
ceeds Fred E. Adams, president of G. M. Basford Company. 


Remaining board offices went to Robert W. Boggs, Union Carbide Plas- 
tics Company advertising manager, Vice Chairman; Arthur H. Dix, vice 
president for research, Conover- Mast Publications, re-elected Secre- 
tary; and Charles Farran, president, The Griswold- Eshleman Company, 
re-elected Treasurer. 


MOST ADVERTISERS FAVOR THE TASK 
METHOD OF AD BUDGET- BUILDING 


IARI's Task Method for building ad budgets says the ideal approach is to 
set actual needs without regard to cost, then make any necessary modi- 
fications based on the final advertising appropriation. Three of every 
four advertisers IARI has studied use one or more aspects of this pro- 
cedure. More than half depend on it chiefly. 


You'll find a hint-packed analysis of how you can put this same Task 
Method to work for your own company, in IARI Report #3, "How to Es- 
tablish the Budget for Advertising Industrial Products-- A Manual of Pro- 
cedures." Turn to Page 57--the section headed "Step V - Formulate the 
Advertising Program and Budget, ”" 


KOFRON ACCEPTS POST ON IARI 
TECHNICAL ADVISORY COUNCIL 


John H. Kofron, director of research for Chilton Company, has accepted 
appointment as a member of IARI's Technical Advisory Council. The 
panel acts as counselor on the technical excellence of the form and con- 
tent of each IARI research project. 


Mr. Kofron is an alumnus of Coe College and Iowa State College, where 
he later was on the faculty as amember of the Department of Statistics. 
He servedas a project manager and study director for National Analysts, 
before joining Chilton Company in 1957. 





HOW CAN YOU BE DOUBLE-SURE 
A CHART OR GRAPH IS VALID? 


First ask yourself if the visuals in reports that cross your desk are sim- 
ply and easily read, and if its title accurately describes each chart's or 
graph's meaning. At the same time note whether or not each scale used 
exaggerates or is incomplete. 


If the visuals pass muster on these counts, you're ready to ask some 
searching questions about the methods used in collecting the data behind 
each one, The most important of these are listed for you in IARI's 44- 
point Report #4, "Yardsticks for Evaluating Industrial Advertising Re- 
search. " 


WATCH FOR THESE 
VALUABLE IARI AIDS! 


IARI projects in various stages of completion include: 


"Mailed Readership Study Techniques" 

"How to Merchandise Industrial Advertising" 

"A Study of Direct Mail Reading Patterns" 

"A Statistical Study of Copy Characteristics" 

"Who Does the Buying in Industry?" 

"A Study of Reader Profiles" 

"How to Make Your Industrial Catalog More Effective" 


"IF YOU STEAL AN IDEA FROM ONE 
COMPANY IT'S PLAGIARISM; FROM 
TWO OR MORE, IT'S RESEARCH" 


"We plagiarized our inquiry handling system from West Disinfecting Co. -- 
Case History No. 10 in the IARI Inquiry Handling Manual. We also stole 
an idea from No. 6-- Wyandotte Chemicals. We called it research and 
management liked it fine. 


“Does it work? Itcertainly does. We incorporated atouch of competition 
that reallyhelps, Every three months we report standings on whois doing 
the best inquiry- handling job. No district wantsto be at the bottom, Our 
whole organization is inquiry- minded now. " 
-- Dar G. Johnson, Jr. 
Electric Steel Foundry Co., Portland, Ore. 





HOW MANY WAYS CAN YOU USE 
7 * YOUR RECORDS OF INQUIRIES? 


Is your system for processing inquiries solid enough to allow use of the 
data derived in: 


-- reassigning sales territories? 


-- strengthening distributor and dealer rela- 
tionships? 


-- defining markets for new product lines? 


These are just three of a dozen ways 32 companies studied by IARI get 
top value from their inquiries. For full details see Page 29 of LARI Re- 
port #1, "A Study of Methods for Handling and Evaluating Industrial Ad- 
vertising Inquiries. " 


CAN TEAMWORK REALLY BUILD 
SALES AND BOOST PROFITS? 


In the final analysis, it's up to general management. One good case in 
point's the top division executive who backed a marketing team's propos- 
al that he, literally, "eat crow" in public. 


This fine oldcompany stubbed its corporate toe by introducing anew mod- 

el with previously unseen kinks, The customers were staying away in 

droves inspite of later modifications plus several product improvements 
; a ay that should have given it a real competitive advantage. 


The division general manager agreed to tell this before-and-after story 
in an open letter- type ad and in personal letters to presidents of prospect- 
companies, You'll findthe principles and practices behind this brilliant- 
ly successful maneuver in IARI Report #8, "How to Coordinate Industrial 
Sales and Advertising. "' 


IARI INQUIRIES- HANDLING STUDY 
SHOWS WHAT QUESTIONS TO ASK 


"The report (IARI Report #1, "A Study of Methods for Handling & Eval- 
uating Industrial Advertising Inquiries") helped to refine our thinking 
and to bring up questions that had not occurred to us," 


-- A. R. Jaeckel 
Alco Products, Inc., Schenectady, New York 





DO YOU GET INSTANT PRODUCT CLAIMS 
ACCEPTANCE IN YOUR TRADE EXHIBITS? 


There's a time element in what trade show visitors will accept or re- 
ject in the claims you make for products on display. You'll find a use- 
ful analysis of this factor starting on Page 49, IARI Report #7, "How to 
Get More Value from Trade Show Exhibits. " 


_ADVERTISERS POOL RESEARCH DOLLARS 
TO GET ALL IARI REPORTS. YOU CAN, TOO! 


Every industrial advertiser can afford the IARI plan giving you basic re- 
search of the highest quality for an annual subscription based on the size 
of your budget. See for yourself in the Subscription Rates Table below, 
then write to IARI for details on other, added benefits of IARI member- 
ship. 
Amount of 
Annual Budget Annual Subscription 
Upto$ 50,000 $ 100 
$ 51,000to$ 125,000 $ 200 
$126,000 to $ 250,000 $ 300 
$251,000 to $ 500,000 $ 500 
$501,000 to $ 750,000 $1,000 
$751,000 to $1,000,000 $1,500 
Over $1,000,000 $2,000 


The subscription schedule for industrial advertisers is based onthat por- 
tion of the annual advertising budget devoted to industrial products and/or 
services, regardless of media used, exclusive of overhead expenses, 
such as salaries, travel expenses, rental, supplies, etc. 


Details of industrial advertising agency and publisher subscription to 
IARI will be sent on request. 


ERE 


15 CHAMBERS STREET + PRINCETON, NEW JERSEY 
WAlnut 1-8400 








